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Abstract 
 
The article proposes a model that related individual differences, intergroup characteristics, initiator characteristics 
to consumer's group buying intention, medicated by browsing time. Data was collected from students studying at a 
number of colleges, universities and young workers. A total of 500 questionnaires were distributed, of which 264 
were successfully replied respondents, yielding a usable response rate of 52.8%. Multiple regression analyses were 
used for hypothesis testing. The results of the study show that gender, perceived price fairness, peer referent, 
initiator expert and initiator communication have a significant impact on consumer's group buying intention. In 
addition, the mediating impact of browsing time is partially supported. Suggestions for implications of the research 
and future research are also presented. 
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1.   introduction 
 
The development of information technology and the widespread availability of the Internet have 
contributed to the popularity of online shopping. Riding the wave of this phenomenon, there has been a 
proliferation of group buying websites, and the size of the group buying population and the dollar 
amount spent have risen. The group buying population has become the focus of attention and its 
members are being followed with great interest in the market. The term online group buying refers to a 
system which provides daily discounts for various services and products [1]. Using this wholesale-like 
business model, consumers are able to acquire products at more favorable prices and with more 
bargaining power than they would from retail channels. Vendors, on the other hand, are able to gain 
access to a larger consumption market and achieve higher volumes of sales. This type of mutually 
beneficial business models has propelled group buying into the market’s spotlight.  
However, among the majority of online shopping activities, risk and security have always been an 
area of concern among consumers. What are the factors that compel consumers to join voluntarily to 
form teams or communities and to band together with strangers in order to purchase merchandise as a 
group? This is an interesting topic that is worth investigating. Literature review indicates that factors 
that influence consumers’ purchase decisions can be classified according to several aspects. At the 
individual level, personality attributes often play an important role in the process of making purchase 
decisions. The study by Laroche, Cleveland and Browne concludes that consumers of different age 
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groups have significantly different spending power [2]. On the other hand, the study by Kuruvilla and 
Joshi points out that the behaviors of male and female consumers diverge quite considerably in terms of 
purchase quantity [3]. These studies underscore the central position occupied by individual 
characteristics in consumer behavior. In addition, a fundamental factor of group buying is the number 
of people in the group, and the force that galvanizes the spontaneous and mutual actions of this group of 
people may come from specific individuals (such as the group initiator or opinion leaders) or the 
interaction between members of the group. With respect to the group initiator, the study by Goodrich 
and Mangleburg points out that the opinions of experts have a substantial influence over young people 
regarding their purchase decisions[4]. Yet the question of whether the professional knowledge and 
experience of the group initiator, as the originator or facilitator of group buying behavior, are adequate 
in bringing together members of the group has yet to be corroborated by empirical results. In terms of 
the aspect of group members, it has been confirmed that the social bonds and reciprocity behaviors 
between members have a positive facilitation effect on collective buying behavior [5]. This suggests 
that in the process of group buying or purchase behavior, members tend to change their own or other 
group members’ purchase decisions through their interaction, reciprocity or social bonds. This 
phenomenon also results in more complicating factors affecting consumer’s willingness to engage in 
group buying.  
In addition, the behavior among consumers who browse the web before making purchase decision is 
common [6]. In the process of gathering enough members to form a group, consumers have the 
opportunity to spend more time communicating, interacting with others and collecting information. The 
longer they spend browsing the website, the greater the amount of information that can be gathered and 
the greater the opportunity they have interacting with fellow buyers. However, the costs of time 
invested have also increased, and therefore the issue of whether these actions actually facilitate 
purchases remains to be resolved through empirical research.  
To resolve the above issues, this article focuses on “individual differences,” “intergroup 
characteristics” and “initiator characteristics,” and the authors investigate whether group buying 
intention in the former is affected by “browsing time.” The following are the objectives of the study: 1.  
To examine if individual differences, as well as intergroup characteristics and initiator characteristics, 
will affect group buying intention; 2. To investigate whether the above factors will change group 
buying intention via the influence of browsing time. 
 
2. Literature review and research hypotheses 
 
2.1.   group buying 
 
Group buying, also known as team or collective buying, refers to the shopping strategy in which a 
group of individuals agree to approach a vendor of a specific product or service over an online platform 
to bargain with the proprietor as a group in order to get a special discount based on the relatively large 
quantity requested. It also involves the concept of group negotiation, whereas the quantity of online 
purchase is boosted by bringing together a large number of individuals to form a group and negotiations 
are conducted with the seller in order to gain more favorable prices. The prerequisite for this strategy is 
that the group has to wait for a certain amount of time before the required quantity can be achieved [7].  
In reviewing the literature, the study by Chen, Chen, Kauffman and Song discovers that Internet 
group buying brings more benefits to consumers than conventional shopping methods [8]. On the other 
hand, Lia, Sycara and Scheller-Wolfc also investigate group buying behavior and examine how buyers’ 
aggregate surplus can be improved and how costs can be best allocated between buyers and sellers [9]. 
These studies indicate that group buying is a mutually beneficial arrangement and has gained the favor 
of buyers and sellers alike. Group buying requires the efforts and input of an entire group, and therefore 
the relationship between the group leader and group members is quite distinct from the traditional 
model where buyers make purchase decisions completely on their own. The constituent elements, both 
group members and the group leader, may also share their experience or disseminate relevant 
information to one another via the information platform, which plays a facilitative and reinforcement 
role on group buying intention. Therefore in this article the authors will focus on three areas of analysis: 
individual differences, intergroup characteristics, and initiator characteristics, and the extent of each 
area’s influence on group buying intention will be investigated separately. 
 
2.2. Individual differences : Gender, Perceived price fairness 
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“Perceived price fairness” refer to the attributes of each individual relevant to our analysis, such as 
gender, age, height, level of education and personality. In the study of a number of behavioral decisions, 
consumer characteristics appear to play a vital role. The study by Garbarino and Strahilevitz finds that 
male and female online shopping consumers exhibit different levels of trust regarding online shopping 
[10]. Murphy and Tocher suggest that male and female consumers exhibit different levels of trust 
toward online shopping [11]. As a result, gender difference will lead to potentially dissimilar levels of 
willingness to purchase on the Internet and therefore fundamentally different purchasing behavior.  
H1-1: Gender is associated with group buying intention.  
Moreover,  price  has  always  been  considered  to  be  the  key  factor  that  affects  consumer  behavior.  
Dodds et al. propose the concept of the “acceptable price range,” which is employed to illustrate the 
relationships between perceived quality, value and product selection [12]. The idea is that consumers 
usually have a price range in mind when they consider buying a product. If the product’s price is 
beyond the acceptable range and its quality does not meet expectations, the consumer will be less 
willing to purchase it and will attach a lower feedback score to the product. Conversely, the consumer 
will be more willing to buy the product and offer a high score to it. Therefore, consumers will usually 
shop around and compare prices from different sellers in order to locate products that they find suitable 
and fairly priced. Consumers’ willingness to purchase a product is often influenced by the perceived 
fairness of its price [13]. Especially in group buying activities, consumers attempt to seek favorable 
treatment from sellers based on quantitative discounts using their collective power. This implies that 
price is one of the most important factors that affects group buying behavior.  
H1-2: Perceived price fairness is positively associated with group buying intention. 
 
2.3.   Intergroup characteristics : Interpersonal influence, Peer referent㸸 
 
A group is composed of two or more individuals who interact with and have influence over one 
another [14]. Interactive processes between group members, such as exchange of opinions and sharing 
of knowledge, often lead to behavioral changes among them. Allen believes that as members within the 
group interact with one another, their thoughts, emotions and behavior tend to converge and will finally 
achieve uniform or near uniform behavior, which is known as interpersonal influence [15]. Based on 
the special characteristics of group buying, consumers congregate either voluntarily or passively to 
carry out collective actions, which are potentially induced by members of the group or their interaction.  
H1-3: Interpersonal influence is positively associated with group buying intention.  
The so-called “referent” largely describes a type of social influence that reflects the level of trust and 
experience one person places on another [16]. According to Brewer and Brown, individuals who speak 
with “referent” are generally more knowledgeable, and their opinions are considered more reliable and 
authoritative by their peers [17]. In group buying activities, consumers will observe the behavior of the 
majority in the group possibly because they require accurate product information [18]. If the “referent” 
person within group members can improve their fellow group members’ understanding of the products 
or other relevant information, or if they become the reference indicators for consumers, then it is 
possible to increase their willingness to trade with others.  
H1-4: Peer referent is positively associated with group buying intention. 
 
2.4.   Initiator characteristics㸸 Initiator expert, Initiator communication 
 
As the originator or facilitator of group buying activities, the group initiator main duty is to transmit 
information about activities and members of the group, and to engage in price negotiations with sellers. 
In addition to assuming the important responsibility of carrying out purchases, they must also secure the 
trust of their group members before they can successfully complete a group buying transaction. 
Therefore, Pendleton points out that if the communicator of a message projects the image of an expert, 
then the recipient of that message tends to develop a higher degree of trust [19]. The results of Goodrich 
and Mangleburg indicate that since parents are perceived to posses more expertise and are regarded as 
more experienced by their adolescent children, they are more trusted by and therefore have deeper 
influence on their children’s purchase decisions [4]. Bordia and Rosnow point out that when the 
message emphasizes personal experience or an expert’s point of view, its credibility and persuasiveness 
can be enhanced [20]. In a group buying environment, consumers who are otherwise strangers to one 
another band together, and upon responding to the group initiator urging (or locating a group buying 
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website on their own), form a collective unit with other buyers to bargain with the seller. The higher the 
group initiator level of expertise, the more likely consumers will follow his or her lead and proceed 
with the purchase as a group.  
H1-5: Initiator expert is positively associated with group buying intention.  
In addition, like an individual, a team is a unit for transmitting information [21]. Its main function is 
the exchange of knowledge and ideas [22], and team communication is conducive to knowledge 
transfer and the exchange of new concepts and information. When participating in group buying, since 
consumers can only evaluate products on the Internet based on pictures and textual data, a 
knowledgeable group initiator with the latest information can effectively help the dissemination of 
information and move the activities along.  
H1-6: Initiator communication is positively associated with group buying intention. 
 
2.5.   Browsing time is a mediating variable between group buying factor and group buying intention. 
 
Through web browsing, it is often possible to discover special offers or other factors that attract the 
attention of consumers, which will entice consumers to make purchases [6]. Various types of marketing 
tactics, sellers’ feedback scores and perceived price fairness will increase the willingness of consumers 
to search and browse on the Internet. In other words, browsing an e-commerce website will trigger 
consumers’ buying impulse [23]. This also implies that the longer consumers spend browsing, the more 
likely they will be able to find products that they want. [27]  
H2-1: Browsing time is a mediating variable between gender and group buying intention.  
H2-2: Browsing time is a mediating variable between perceived price fairness and group buying 
intention.  
H2-3: Browsing time is a mediating variable between interpersonal influence and group buying 
intention.  
H2-4: Browsing time is a mediating variable between peer referent and group buying intention. 
H2-5: Browsing time is a mediating variable between initiator expert and group buying intention. 
H2-6: Browsing time is a mediating variable between initiator communication and group buying 
 
3. Research method 
 
3.1. Sample 
 
Respondents to the questionnaires were restricted to consumers who had participated in group 
buying in the most recent month. Convenient sampling was undertaken as a fast and easy way to collect 
data. A two-wave emailing method, supplemented by an email reminder, was adopted in data 
collection. A total of 500 survey questionnaires were sent out, of which 264 were completed and 
returned, representing a 52.8% return rate. 
 
3.2. Questionnaire development and measures 
 
The authors employed questionnaires developed by previous studies with proper modifications to 
suit the environment of Taiwan’s online group buying and their research objectives. All multi-item 
variables in this study were measured using a five-point Likert scale. In this study, one single-item 
measurement tools is used, namely: “browsing time”, to measure the time span consumer spends in 
web browsing each time. Measurement scales developed by Kauffman, Lai and Ho were derived to 
indicate consumer perceptions of price fairness [24]. Interpersonal influence is also measured by one 
single-item and is defined according to Paridon, is a measure of the degree to which a consumer 
follows and takes his friends’ advice while shopping [25]. Peer referent and Initiator expert was 
borrowed from Goodrich and Mangleburg and have been modified to fit the research goals [4]. Initiator 
communication is modified from team communication [26] and is defined as the extent to which group 
buying initiator communicate with group members. Intention to participate is derived from Kauffman,  
Lai and Ho to measure the extent to which consumers’ willingness, likelihood and interest to 
participate in an online group-buying auction [24]. 
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4. Results 
 
4.1. Sample description 
 
The characteristics of the sample are presented in Table 1. Table 1 showed that most respondents 
were female (female 53.4%; male 46.6%), in the age of 16~25 (79.9%), with university degree 
(75.4%),and participate in group buying under three times half a year (78.8%), and most respondents 
bought food and clothing(70.8% ), or spend under 30 dollars each time (80.3%). 
 
Table 1. Characteristics of the sample (n= 264) 
Demographic items Valid Percentage Demographic items Valid Percentage 
Gender  Education  
Male 46.6% Senior high school 3.0% 
Female 53.4% University 75.4% 
 100.0% Master 20.5% 
  Others 1.1% 
   100% 
Group buying times in six months  Spend dollars each time  
Under third 38.7% Under 10 26.1% 
4-6 36.3% 10-20 37.5% 
7-9 16.2% 20-30 16.7% 
10-12 3.9% 30-40 9.8% 
More than twelfth 4.9% Over 40 9.8% 
 100.0%  100.0% 
Age  Purchase items  
Under 15 1.5% Food 32.6% 
16-25 79.9% Clothing 38.3% 
26-35 15.5% Daily necessities 12.1% 
36-45 2.7% Skin care products 5.7% 
Over 46 0.4% Household appliances 5.3% 
 100.0% Others 6.1% 
   100.0% 
 
4.2. Adequacy of measures 
 
In this study, relevant research constructs are directly derived from existing studies. As their 
construct validities have been previously proven by scholars, they are dependable. The authors 
conducted the reliability analysis by way of Cronbach’s alpha coefficient to measure the internal 
consistency reliability of the constructs. Alpha reliabilities of these scales range from 0.792 to 0.916, 
demonstrating acceptable consistency. Table 2 displays the descriptive statistics and reliability indices 
for all the constructs. 4-3 
 
Table 2 Measures descriptive and reliability statistics   
Measures  Items Means Coefficient α 
gender  1 - - 
perceived price fairness 3 3.532 0.835 
interpersonal influence 1 - - 
peer referent 3 3.032 0.874 
initiator expert 4 3.313 0.861 
initiator communication 4 3.672 0.792 
browsing time 1 - - 
intention to participate 3 3.668 0.916 
 
4.3. Model specification and estimations 
 
In this study, the authors performed four regression analyses to analyze their hypotheses. They are 
presented as follows.  
Model 1:  
(1) Browsing time = β0 +β1 (gender)+β2 (perceived price fairness)+β3 (interpersonal influence)+β4 
(peer referent) +β5 (initiator expert)+β6 (initiator communication) + ε   
(2) Intention to participate = β0 + β1 (Browsing time) + ε  
(3)   Intention to participate = β0 + β1 (gender)+β2 (perceived price fairness) +  β3 (interpersonal influence) 
+ β4(peer referent) β5 (initiator expert) + β6 (initiator communication) + ε   
(4) Intention  to participate =  β0 + β1 (gender)+ β2 (perceived  price fairness)+β3 (interpersonal influence)  
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+ β4(peer referent) β5 (initiator expert) + β6 (initiator communication)+ β7(browsing time) + ε 
 
The correlation matrix is shown in Table 3. 
 
Table 3 Correlation matrix         
Measures 1 2 3 4 5 6 7 8 
1. gender 1        
2. perceived price fairness -.166** 1       
3. interpersonal influence -.198** .136* 1      
4. peer referent .024 .325** .411** 1     
5. initiator expert .058 .347** .228** .477** 1    
6. initiator communication .112 .223** .133* .322** .489** 1   
7. browsing time -.214** .188** .109 .127* -.044 -.008 1  
8. intention to participate -.242** .362** .194** .327** .334** .302** .273** 1 
* p㸺0.01         
 
4.3.1Results of regression analyses 
 
Table 4 shows the results of the test. All of the F-statistics are significant at the p < 0.001 level, thus 
showing good fit of the models to the data, whereas the constructs account for a sizable proportion of 
the variance in dependent variables. 
 
 
Table 4 Results of regression analysis of individual differences, intergroup characteristics, initiator characteristics and intention 
to participate  
   Dependent variable   
 
  Regression(1) Regression(2) Regression(3) Regression(4) 
 
  Browsing time Intention to participate Intention to participate Intention to participate 
 
1. Gender 0.175**  0.24*** 0.206*** 
 
  (2.789)  (4.257) (3.687) 
 
2. Perceived price fairness 0.166**  0.19*** 0.159** 
 
  (2.509)  (3.210) (2.701) 
 
3. Interpersonal influence 0.031  0.006 0.000 
 
  (0.458)  (0.101) (0.003) 
 
4. Peer referent 0.144+  0.154* 0.127+ 
 
  (1.941)  (2.319) (1.933)  
5. Initiator expert -0.170*  0.121+ 0.154* 
 
  (-2.260)  (1.790) (2.296)  
6. Initiator communication 0.007  0.177** 0.175** 
 
  (0.106)  (2.855) (2.893) 
 
Browsing time  0.273***  0.191***  
 (4.092)  (3.480)       
F Statistic 4.638*** 21.087*** 16.040*** 16.073*** 
 
R2  0.098 0.074 0.272 0.305 
 
Adjusted R2 0.077 0.071 0.255 0.286 
 
ڹR2 0.098 0.074 0.272 0.033 
 
+p<0.1, *p<0.05, **p<0.01, ***p<0.001    
 
 
From Table 4, the results of testing hypotheses 1-1 to 1-6 involved regression (3) are as follows: H1-
1, which hypothesizes that the gender is positively associated with group buying intention, is 
supported(β = 0.19, p<0.01). H1-2, which claims that perceived price fairness is associated with group 
buying intention, is supported (β = 0.24, p<0.001). H1-3, which hypothesizes that interpersonal 
influence is positively associated with group buying intention, is not supported. H1-4, which claims that 
peer referent is positively associated with group buying intention, is supported (β = 0.154, p<0.05).H1-
5, which claims that initiator expert is positively associated with group buying intention, is supported (β 
= 0.121, p<0.1). Likewise, H1-6, which hypothesizes that initiator communication is positively 
associated with group buying intention, is supported (β = 0.177, p<0.01).  
The results of testing hypotheses 2-1 to 2-6 involved four regression analyses are as follows: 
Regression (1) gender (β = 0.175, p < 0.01), perceived price fairness (β = 0.166, p < 0.01), peer referent 
(β = 0.144, p < 0.1), initiator expert (β = -0.17, p < 0.05), are significantly related to browsing time.  
Regression  (2) shows that browsing time is positively related to group buying intention (β = 0.273, p <  
0.001). Compare regression (3) and regression (4), the relationship between gender and group buying 
intention was weakened by the inclusion of browsing time. It follows that H2-1 hypothesis—“browsing 
time plays a mediating role in the relationship of gender and group buying intention (β dropped from 
0.24 to 0.206)” was supported. The relationship between perceived price fairness and group buying 
intention was weakened by the inclusion of browsing time. It follows that H2-2 hypothesis—“browsing 
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time plays a mediating role in the relationship of perceived price fairness and group buying intention 
㸦β dropped from 0.19 to 0.159㸧” was supported. The relationship between peer referent and group 
buying intention was weakened by the inclusion of browsing time. It follows that H2-4 hypothesis—  
“browsing time plays a mediating role in the relationship of peer referent: and group buying intention 
㸦β dropped from 0.154 to 0.127㸧” was supported, and H5-1 hypothesis—“browsing time plays a 
mediating role in the relationship of group peer referent and group buying intention” was supported. 
The other hypotheses are not supported. 
 
5. Conclusions and Discussion 
 
Results of this study show that gender also has a significant influence on consumers’ willingness to 
engage in group buying. Therefore, sellers should plan their marketing and promotion strategies 
separately for men and women, which is a more favorable approach for attracting their respective 
attention and increase their intention to make purchases. The higher the perceived price fairness, the 
more consumers are inclined to engage in group buying activities, which implies that consumers 
already have a price range with which they use to evaluate the target product’s reasonableness when 
they intend to buy that product. When the price of the product is closer to this range, it will be more 
likely that the consumers will purchase it. Therefore, this study recommends that sellers should focus 
on the price fairness when marketing their products for Internet group buying in order to raise 
consumers’ purchasing willingness. Secondly, the higher the peer referent, the more the consumers are 
willing to engage in group buying. This demonstrates that the opinions of fellow group members are 
quite important to consumers in group buying, since they build confidence among members and 
increase their willingness to purchase. This article therefore recommends that vendors create a 
dedicated user community section on their e-commerce website to encourage them to exchange 
information and share purchase experience. Sellers can also adjust their sales strategies based on the 
negative feedback expressed on this platform. In addition, the higher the initiator expert level of 
expertise the more willing consumers are to engage in group buying, which is possibly stemmed from 
group members’ perception that the initiator is more trustworthy due to his or her better access to 
information or more extensive experience. Based on this characteristic, sellers should make available 
sections on their e-commerce websites dedicated to each group, which will allow initiator to 
communicate with and disseminate information to their members. Finally, the better the ability of the 
initiator communication, the more willing group members are to engage in intention to participate. This 
indicates that if the initiator shares information about products and special deals more frequently, 
members tend to gain a better understanding and are more willing to purchase the products. We 
therefore recommend that vendors offer special deals or small gifts to group leaders to encourage them 
to share information with group members and raise their intention to participate.  
Moreover, with respect to the findings in this study that interpersonal influence appears not to have a 
significant impact on initiator communication, the reason could be that if consumers have no intention 
of buying certain products, recommendations from friends and families will not be able to persuade 
them otherwise.  
In addition, the results of this study show that when consumers participate in Internet group buying, 
they do not consider only a single factor. Rather, they take a comprehensive look from several different 
perspectives before making purchase decisions. At the same time, results from empirical studies support 
the hypothesis that the length of browsing time intermediately depends on gender, perceived price 
fairness, peer referent and the intention to engage in group buying. The authors believe that consumers 
will usually visit websites to view the products in order to determine their price fairness. The longer the 
time consumers spend browsing, the more likely that their evaluations will be positive. Alternatively, 
since they are investing a large amount of time learning about the products, they are more likely to 
purchase them to fulfill their shopping needs. Furthermore, the results of this study show that at the 
same time group members are considering the opinions of their peers, they will also attempt to verify 
the referent of these opinions on the Internet, which will eventually provide them with the incentive to 
make the purchase. In addition, this study also finds that most consumers trust their group initiator 
expert opinions and they do not tend to spend too much time verifying others’ intention before they 
themselves become convinced. Academically, as this study has been carried out based on the 
consumer’s point of view, the authors suggest that future researchers may investigate this topic based 
on factors such as vendors’ web design and marketing strategies because different results may be 
discovered 
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